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ABSTRACT 
 
 
This research is a replication of Andrews and Bianchi’s work (2012). The aim of this research is to 
identify the factors that could influence customers’ attitude and intention to continuing online 
purchase in reserving a hotel room by using Theory of Perceived Characteristic of Innovating Scale 
and Theory of Reasoned Action as the main theories. Multiple regression analysis was utilized to 
analyze the relationship between the independent variables to customer attitude and intentions as the 
dependent variables. The result concluded that all the variables in Perceived Characteristics of 
Innovating Scale have an influence toward attitude; and variables Theory of Reasoned Action except 
online subjective norms have a negative influence toward intention.Visibility has the strongest impact 
toward customer attitude, and offline subjective norms also become the highest influence toward 
intention to continue online purchase. 
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1. Introduction 
This research is a replication of a study conducted by Lynda Andrews and Constaza 
Bianchi with the title of “Consumer Internet Purchasing Behavior in Chile” (2012). 
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The use of Internet leads a business’s performance and improves efficiency in terms of 
financial management, market expansion, inventory and human resources management 
(Burns-Millyard, 2016).  Asian countries have long seen high opportunity to do business by 
using e-commerce to expand target market and find the other income sources by using 
Internet connection that citizens can access it through Internet connection in devices (Bauer, 
Patel, & Veira, 2015). 
The advancement of technology has enabled various services in tourism industry such as 
companies offering booking of hotel rooms, flights and travel packages to flourish (Bilgihan 
and Bujisic, 2014).  The internet has become one of the most significant channels for hotel 
room distribution (Doolin, Burgess and Cooper, 2002; Thakran and Verma 2013). However, 
despite the growing trend of e-commerce usage in travel industry in Indonesia, very few 
studies have discussed the factors which lead to attitude and intention to conduct e-commerce 
transaction in the context of travel industry.  
The study has several objectives. First, the study is conducted to investigate whether there 
is any positive influence between attitude and intention to continue purchase a product using 
Internet and how other factors such as relative advantage, compatibility, ease of use, 
demonstrability and perceived risks will influence consumer attitude to continue using 
Internet to make hotel booking purchase. In addition to that, the study is also aimed at 
investigating whether online and offline subjective norms positively influence consumer 
attitude towards continuing to use online system to do hotel booking.  
2. Literature Review  
There are two major theories utilized in this study. The first theory is the theory of 
reasoned action (TRA) first proposed by Ajzen and Fishbein (1980). Additionally, the 
theory of Perceived Characteristic of Innovating Scale (PCI) that was developed by Moore 
and Bensabat (1991) is used to explain some attributes of technological innovation that 
would influence attitudes for e-commerce adoption.  
2.1 Relative advantages  
Rogers (1962, pp. 229) defined relative advantage as “the degree to which an innovation is 
perceived as being better than the idea it overtakes”. Relative advantages determine the 
customer’s attitude in technology adoption, which in this study context is when the 
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customers perceive that doing online hotel booking via the Internet is more beneficial as 
compared to offline booking and other alternatives (Kozak & Kozak Nazmi, 2013).  
2.2 Compatibility 
Compatibility refers to the degree for every customer’s product or services preference 
selected based on their past experience, life style and habits (Sonnenwald, Maglaughlin, & 
Whitton, n.d). Customers usually purchase the product that match with their criteria since 
they have remembered from past post-purchase experience such as the customer services 
and warranty service (Dunford, 2010). Customers who found that using online hotel 
booking system match their preferences and characteristics may have higher intention to 
continue using the online booking system.  
2.3 Perceived ease of use  
Taylor and Strutton (2010) have noted that the perceived of ease of use has direct 
correlation and effect toward attitude and intention to online shopping behavior. The 
Technology Acceptance Model (TAM) also shows evidence that ease of use can affect 
attitude toward usability and eventually to intention to use (Guritno, 2013).It has been 
noted how individuals will be more willing to learn about its features and finally intend to 
continue using it should they find a system to be easy to use (Hamid, Razak, Bakar, 
Abdullah, 2016). Perceived ease of use has been found to positively influence a technology 
usage in context such as tax reporting system (Mustapha and Obid, 2015).  
Therefore, it can be hypothesized, that:  
2.4 Result Demonstrability  
Result demonstrability shows how a result of product or service usage can be assessed 
through how the product or service can be valuable to them and how an individual 
responses to the benefit, for example how long the customer service quickly answer 
customer problem and how they could make the transaction process faster without waiting 
in line (Lynn & Norfolk, 2015) 
2.5 Visibility 
Visibility is the degree to using Internet is easy to observe and transparent to others (Moore 
& Bensabat, 1991). The result of an innovation faced by a person can be seen to other 
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people will highly influence them to adopt it as well. The visible result directly affects the 
way of thinking, change perception and image toward something (Robinson, 2009).  
Hence, it can be hypothesized that:  
H1-5: The higher the relative advantage, compatibility, ease of use, result demonstrability 
and visibility of using the online hotel booking system, the higher the intention to keep 
using the system will be. 
2.6 Perceived risk 
Perceived risk can be defined as the phenomenon of consumer’s belief on their assessment 
in making purchase from unsuitable decision and possible negative outcome consequences 
(Ling, Daud, & Piew, 2011). There are many consequences of doing online purchase in 
Internet; customer may realize the risks that might happen after purchase decision that can 
lead to dissatisfaction.  Previous study by Kim et al. (2007) has shown how perceived risk 
negatively influences customer on the attitude and intention of doing online purchase.  
Therefore, it can be hypothesized that:  
H6: Perceived risk negatively influences consumers’ attitude toward continuing to 
purchase on the Internet 
2.7 Attitude  
A person’s attitude which is shaped by culture and beliefs plays an important role in shaping 
customer behavior toward online purchasing.  (Abdelkader, 2015). Attitude can change the 
way of thinking and it may shape their behavioral intention to the brand and services (Seock 
& Norton, 2007). An individual might perform their attitudes after they evaluated positively. 
Those kinds of attitudes will directly influence to behavioral intention and connected with 
subjective norms and perceived behavior (Kashima, Gallois, & McCamish, 2011). 
2.8 Online and Offline Subjective Norms 
In the Theory of Reasoned Action (TRA), it was shown that both attitude and subjective 
norms influence intention. This means that an individual’s behavior is influenced by what he 
or she thinks about other people’s point of view on performing a particular action and his or 
her response to that point of view (Lezin, 2014). Online social network such as Facebook, 
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Twitter, Live Chat, and YouTube in where people can share knowledge, experience or 
recommendation with other people and exchange that information as well (Laja, 2013). 
Online networking is a platform for company or seller to build an indirect relationship with 
customer. It can be a part of communication strategy and human communication that can 
influence a person behavior (Tokman, 2011). 
Therefore, it can be hypothesized that:  
H7-9: Attitude, offline and online subjective norms positively influence consumers’ intention 
towards continuing to purchase on the Internet. 
3. Research Methodology 
The unit analysis for this research was individuals who have prior experience to use online 
hotel booking service through website in Internet. Measurements were adopted from 
Andrews and Bianchi (2013), with the exception of attitude measurement which was adapted 
from Oliver and Bearden (1995). The data was further analyzed using multiple regression 
analyses by SPSS software.  
4. Results 
In total there are 150 usable responses of this study, consisting of 77 female and 73 male 
respondents. Multiple regression analysis was conducted to test hypothesis 1 to hypothesis 6. 
The R square value is 0.263, which explains there is 26.3% of the variable Y (attitude) could 
be described by the variable X (relative advantage, result demonstrability, compatibility, 
visibility, ease of use, and perceived risk).  The remaining 73.7% are inconclusive. The 
regression equation for these hypotheses is: Y Attitude = 0.242 + (0.163*relative advantage) 
+ (0.266*result demonstrability) + (0.154* compatibility) + (0.439*ease of use) + 
(0.413*visibility) + (-0.190*perceived risk.  
The second multiple regression analysis was conducted to test the relationship between 
attitude, online subjective norms, offline subjective norms as independent variables and 
intention as the dependent variable. The regression equation for this is as follow: Y Intention 
= 2.219 + (0.274*attitude) + (0.364*offline subjective norms) + (-0.197* online subjective 
norms). The regression analysis has shown that both attitude and offline subjective norms 
positively influence the online hotel booking system; whereas the online subjective norms 
was shown to negatively influence intention to use the online hotel booking system.  
Names of Author(s)  
6 | P a g e  
 
Based on the findings, it is evident that relative advantage, result demonstrability, 
compatibility, and ease of use have significant positive influence on attitude. Thus, the more 
people feel the benefits of using the travel company’s website, the more positive the attitude 
will be.  This finding is supported by Ntemana’s study (2012), which shows that relative 
advantage can help predicting user’s attitude and intention to use a new technology. The 
potential customers will use the website attributes to judge the potential benefits that they can 
get (Wang, Law, Guillet, Hung and Fong, 2015).  In that case, it means that the ease of use 
communicated through the design of the travel company’s website would play an important 
role in influencing the purchase decision (Belanger et al. 2002). 
5. Discussion 
The positive influence of result demonstrability on attitude would imply that the more able 
an individual in expressing the advantage or disadvantage of using online hotel booking to 
other people, the more positive the individual’s attitude toward the online hotel booking 
service will be. The more apparent the benefits offered, the higher the possibility of positive 
attitude formation. The benefits of this online travel service could be in the form of price 
discount or responsive customer service.  
The promise of e-commerce and online hotel room reservation is determined by the 
website user interfaces and how the website can facilitate interaction (Griffith, Krampf, and 
Palmer, 2001; Hong, Thong, and Tam, 2004). Better website designs and easier navigations 
nurture shopping enjoyment (Floh and Madlberger 2013).  
Compatibility has a positive influence toward attitude, which means that all the past 
experience, existing values and purchasing pattern of every individual’s travel habits will 
influence them on using the online hotel booking system. The positive relationship between 
ease of use and attitude indicates that the more customers satisfied with the website usage, the 
more likely they will have a positive attitude toward the company’s website. On the other 
hand, the simplicity of using online hotel booking system was shown to influence customer’s 
attitude. In terms of perceived risks, the potential customers often feel uncertain about the 
current risks and consequences when transacting or visiting online websites (Seckler, Heinz, 
Forde, Tuch, Opwis, 2015). This means that to provide assurance to the users, company must 
offer some security systems which match the customer’s expectation.  
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The easier it is for the customers to undergo the internet purchase process, the more 
positive the attitude of the customers and the higher intention to use the Internet to make a 
purchase. Online travel companies have to be aware of the kind of preference, design and 
website usability in order to improve convenience of using the website and make the 
purchase process easier.  In order to determine how people attitude is regarding the easiness 
of website, it can be analyzed through on how people can understand every process on using 
Internet to purchase (Mohid, 2011). This includes the development of websites that are 
visually pleasing, easy to navigate, and informative (Cyr, 2013).  
The finding of this study confirmed that offline subjective norms have a positive impact on 
customer intention to continue using online booking system. This suggests that travel 
companies must find a suitable strategy that can influence people to give a suggestion to 
other people to use Internet booking. It is also interesting to note that online subjective norms 
have negative influence toward customer intention to continue using hotel online booking 
system. This implies that negative information that somebody received from his or her family 
and important others may prevent them from using the hotel booking system. It is advisable 
that travel companies should have a good system to response to negative feedback from users 
so that it may prevent them from complaining publicly to a third party or spreading negative 
word-of-mouth.  
6. Conclusion 
This study has shed some lights on the importance of providing positive online experiences to 
customers of online booking system. To attract loyal customers, companies in travel industry 
must offer some benefits that match with customer expectation. In using online hotel booking 
website, customer will experience their purchasing process from the first reservation until 
payment process. The different touchpoints will enable them to assess company’s 
performance to make sure that the company really provided a good service.  
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